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ABSTRACT
The concept of ethnocentrism was developed by Shimp and Sharma who believed that it is able to explain 
the judgement, often irrational of those consumers who prefer the local products instead of imported ones. The 
aim of this study is to determine the degree of ethnocentrism of the Romanian consumers given the relationship 
existing between this aspect and the consumer buying behaviour. A study was conducted among the people from 
Cluj-Napoca in 2013, on a sample of 277 people. The objective was to measure the ethnocentrism degree of the 
Romanian consumer using the “consumer ethnocentric tendencies scale” (CETSCALE) first developed by Shimp 
and Sharma in 1987 for the American consumers and than tested in many other countries from Europe, Asia and 
Africa. The CETSCALE comprises 17 affirmations using a seven point scale which were adapted for the Romanian 
people. In order to determine the consumer ethnocentrism degree, mean was calculated. The notion of consumer 
ethnocentrism is explained using principal components analysis and factor analysis. Results indicate that the mean 
of consumer ethnocentrism is 4.40 indicating a medium tendency. The value is comparable with the one obtained 
by Chryssochoidis et al (2006) meaning 3.85. Factor analysis indicated three important factors which explained 
63.22% of the total variance. Finally two clusters were obtained using the three factors. It can be concluded that 
testing the CETSCALE for the Romanian consumers is a useful action because it helps marketers to determine the 
consumer general tendency in the decision making process for local products.
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INTRODUCTION
The concept of ethnocentrism first appeared 
in 1906 in the Sociology field and developed by 
Shimp and Sharma (1987). They believe that the ethnocentrism concept is able to explain the 
judgement, often irrational of those consumers 
who prefer the local products instead of 
imported ones. Orth&Firbasova (2002) analyzed 
how CETSCALE in combination with some 
demographical and psycho-graphical variables 
could be a predictor in evaluation the local Czech 
yoghurt by the consumers. Results indicated that 
the ethnocentrism is indeed a strong predictor 
in choosing the local products. Hamin & Elliot 
(2006) observed that the Indonesian population 
has strong ethnocentric tendencies, therefore 
is very receptive at messages like: „buy local 
products”. Chryssochoidis et al. (2006) examined 
the relation between the consumer ethnocentrism 
and their manner of evaluating the Greek products 
comparing to the imported ones. Results indicated 
that the ethnocentrism is stronger among older 
people, with lower level of incomes and less 
educated. The ethnocentric consumers evaluated 
more favourable the Greek products comparing to 
the less ethnocentric consumers. Urbanovicius et 
al. (2010) analyses the ethnocentrism influence 
over the decision of buying local organic products 
from Lithuania, focusing on vegetables, meat, 
milk and pastries. Results indicated a variation 
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of ethnocentrism influence in purchasing these 
products, concluding that it is strongly related to 
the type of products. Teo et al. (2011) studied the 
ethnocentrism influence over the perception of 
Malaysian consumers regarding local products, 
observing a strong impact of it. So, local brands are 
perceived more favourable from the ethnocentric perspective.
AIMS AND OBJECTIVES
The aim of this study is to determine the degree 
of ethnocentrism of the Romanian consumers 
given the relationship existing between this aspect 
and the consumer buying behaviour.
MATERIALS AND METHODS
A study was conducted among the people 
from Cluj-Napoca in 2013, on a sample of 
277 people. The objective was to measure the 
ethnocentrism degree of the Romanian consumer 
using the “consumer ethnocentric tendencies 
scale” (CETSCALE) first developed by Shimp and 
Sharma in 1987 for the American consumers and 
than tested in many other countries from Europe, 
Asia and Africa. The CETSCALE comprises 17 
affirmations using a seven point Likert scale which 
were adapted for the Romanian people. In order 
to determine the consumer ethnocentrism degree, 
mean was calculated. The notion of consumer 
ethnocentrism is explained using principal 
components analysis and factor analysis.
RESULTS
Results indicate that the mean of consumer 
ethnocentrism is 4.40 indicating a medium 
tendency. The value is comparable with the 
one obtained by Chryssochoidis et al. (2006) 
meaning 3.85. Factor analysis indicated three 
important factors which explained 63.22% of 
the total variance unlike Crhyssochoidis et al. 
(2006) which obtained only two. The first factor- 
„strong ethnocentrism” – contains affirmations 
based on the idea of patriotism and encouraging 
local purchase considered a necessary element 
for a being a „true Romanian”  the second factor 
highlights an attitude oriented against importation 
and foreign products while the third factor is 
a moderate ethnocentrism. Using the K-means 
Cluster Analysis two clusters were obtained based 
on the three factors. 60.29% of the respondents 
are non-ethnocentric consumers while 39.71% 
are ethnocentric consumers. The first group is 
characterized by a moderate ethnocentrism while 
the second group by an attitude against imported 
products and a strong ethnocentrism.  
Conclusion: It can be concluded that testing 
the CETSCALE for the Romanian consumers is 
a useful action because it helps marketers to 
determine the consumer general tendency in the 
decision making process for local products. 
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